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About Counter Tools 

Local data for policy change in the 
retail environment. 



Our Tools 

Community Environment 
Bird’s eye view 

Consumer Environment 
On the ground/inside stores 



Overview 

•  What information about assessments 
is available in the Store Mapper? 

•  How can we create a complete picture 
about the tobacco retail environment? 

•  Case studies 
•  Worksheet 
•  Question and answer 



1.  Know	the	assessment	data	available	in	the	
Mapper	and	conclusions	you	can	draw	

2.  Connect	assessment	data	with	other	
informa<on	in	the	Store	Mapper	and	other	
sources	

3.  Prac<ce	using	the	Store	Mapper	to	paint	a	
complete	picture	

Goals for Today 



ASSESSMENT DATA IN THE 
STORE MAPPER 



Who is on the map? 

Assessment	counts	
include	all	loca<ons	
visited,	even	if	
closed.	

Points	on	map	only	
include	retailers	
with	completed	
assessments	for	the	
ques<on.	



What is on the map? 

Assessment	Loca<ons	 Assessment	Results	

•  Store assessment 
locations 

•  Number of 
assessments by 
geographic area 

•  Rank number of 
assessments by 
geographic area 

•  Show generalized 
results from 
STARS questions 

•  Rank geographic 
areas by 
assessment 
results 



What is on the map? 

Assessment	results	in	the	
Mapper	show	results	of	10	
specific	STARS	ques<ons	(listed	
here).	

	Download	reports	from	the	
Store	Audit	Center	for	results	
on	other	assessment	
ques<ons.	



Switch to live demo 
www.mapping.countertools.org/iowa  



Dialog Box 



TimeView 

Default	2me	period	is	“All	Rounds	Aggregated”	



Info Box 



Areas Overview 

Summary of data across all areas 



Areas of Interest 
Side-by-side comparison of data for two areas 

Note:	there	is	no	op2on	for	demographic	details	in	
assessment-related	reports.	



What conclusions can we 
draw? 

•  Results are generalizable to the county 

“The average price of the 
least expensive cigarette 
in Webster County was 
$4.80…” 



CREATING THE COMPLETE 
PICTURE 



How can we create a 
complete picture about the 
tobacco retail environment? 

1.  Apply	the	4	P’s	
2.  Paint	by	numbers	
3.  Connect	with	the	broader	landscape	
4.  Engage	your	audience	



1. Apply the 4 P’s to Describe 
the Retail Environment 

Product Price 

Promotion Place 

Marketing 
Mix 



STARS Questions 

Product 

Price 

Promotion 



Use visuals 

Place 



Connect to other Mapper 
data 

Density	

Place 



Connect to other Mapper 
data 

Proximity	

Place 



2. Paint by numbers 

Tips:	
Keep	it	simple.	
Use	visuals.	



Use “social math” 
It’s cheaper to buy a pack of cigarettes than a 

gallon of milk in Page County. 

Average pack of cigarettes: 
$4.35 

Average fast food meal: 
$6.00 

Data	from	Areas	of	Interest	Report,	Price	of	Cheapest	



Create infographics 

111 Tobacco retailers in 
Pottawattamie  
County 

72% Offer promotions 
on menthols 

average price 
of menthols 

26 cents 

lower 
than state 

Data	from	Areas	of	Interest	Report	–		Assessment,	Promo<on	of	Menthols;	
Assessment,	Price	of	Newports	
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3. Connect with the broader 
landscape 

What? So 
What? 

Now 
What? 



Connect to the broader landscape – 
answer “What?” 

Popula2on	Characteris2cs	and	Surveillance	Data	



Federal	Trade	Commission	CigareTe	and	Smokeless	Reports	for	2013	

Connect to the broader landscape – 
answer “So What?” 
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Tobacco Industry Spending in the Retail Environment 

$8.62 Billion/year on 
cigarettes and smokeless 

ads & marketing in the retail 
environment 

Research	Evidence	



Connect to the broader landscape – 
answer “Now What?”  

Poten2al	Policy	Solu2ons	

Retailers	near	youth-serving	venues	
Retailers	that	are	also	pharmacies	
Retailers	close	to	other	retailers	



4. Engage your audience 
•  Create a feedback 

loop to data collectors 
•  Form coalitions with 

community groups 
representing impacted 
populations 

•  Package information 
for local officials and 
funders 



PAINTING THE COMPLETE PICTURE: 
CASE STUDY 



Remember our strategies: 

1.  Apply	the	4	P’s	
2.  Paint	by	numbers	
3.  Connect	with	the	broader	landscape	
4.  Engage	your	audience	



Woodbury County 

Tobacco	retailer	
loca2ons	



Youth Smoking Rates in Iowa 

Among middle and high schoolers,  
11% have ever tried tobacco  

   and 4% currently use cigarettes 
   and 2% currently use cigars 
   and 6% currently use e-cigarettes 

(2015 IowaYouth Tobacco Survey) 



Painting the Picture  
•  How is the tobacco retailer environment 

impacting youth in Woodbury County? 

Product Price 

Promotion Place 

Marketing 
Mix 



Retailers are close to youth-serving 
venues. 

60% of retailers 
are within 1000’ of 
a school or park, 
compared with 
28% statewide 

From	Areas	of	Interest	Report,	Policy,	Near	Schools	and	Parks	



Industry is buying health behavior impact 

1. Lovato, et al., 2007, Canadian Journal of Public Health; 2. Henriksen, et al., 2008, Preventive Medicine;  

•  Canada, 2007: Schools with a higher proportion of stores within 1-km 
distance that have in-store tobacco promotions have higher school smoking 
prevalence1  

•  California, 2008: Schools with higher numbers of tobacco retailers within 
walking distance have higher school smoking prevalence2 

Photo credit: www.ccpcs.org 

Retail locations near schools are 
particularly problematic. 



The retail environment offers 
products that can attract youth. 

In Woodbury County, 

79% tobacco retailers 
sell flavored cigars and 
49% sell cigarillo 
singles 

From	Areas	of	Interest	Report,	Assessment,	Availability	of	
Cigarillo	Singles;	Availability	of	Flavored	Cigars	



Prices and promotions can also 
attract price-sensitive buyers like 

youth. 
$5.04 least expensive cigarette 

(state average = $5.07) 
20% retailers 

have price 
promotion on 
any tobacco 

product 
From	Areas	of	Interest	Report,	Assessment,	

Cheapest;	Promo<on	of	Any	Product	



Kids are frequent c-store shoppers.  

1.	Sanders-Jackson,	et	al.,	2015;	2.	Feighery,	et	al.,	2008;	3.	Henriksen,	et	al.,	2008;	4.	Henriksen,	et	al.,	2010;	5.	SGR	Report,	
2012.		

•  2011-12	na<onally	
representa<ve	sample	of	
13-16	year	olds:	Almost	
half	visit	(48%)	visit	at	
least	once	a	week1		

•  C-stores	have	more	
tobacco	marke<ng	
materials	than	other	store	
types2-5	



Industry is buying health behavior impact Exposure to retail tobacco marketing is linked 
to children’s smoking behavior. 

1. Schooler, et al., 1996; 2. Henriksen, Feighery, Wang, et al., 2004; 3. Feighery, et al., 2006b; 4. Slater, et al., 2007; 5. Braverman and Aaro, 
2004;  

After adjusting for potential 
confounders, exposure to retail 
tobacco marketing is associated 
with: 

!  Increased odds of ever 
smoking1, 2, 3 

!  Increased odds of 
experimental smoking4 

! Higher likelihood of becoming 
a daily or occasional smoker5 

Photo credit: www.express.co.uk 



Retailers aren’t always following 
the rules. 

Greater impact on areas with lower 
household income. 

From	Areas	of	Interest	Report,	Retailers	and	Density	



Engage key audiences 

The tobacco retail environment impacts YOU. 
How can we work together to create change? 



PAINTING THE COMPLETE PICTURE: 
PRACTICE WORKSHEET 



PAINTING THE COMPLETE PICTURE: 
QUESTION AND ANSWER 



1.  Create	a	complete	picture	about	the	tobacco	
retail	environment	in	your	area.	

2.  Combining	assessment	results	with	other	
Store	Mapper	data	and	addi<onal	sources.	

3.  Consider	your	audience	when	cra_ing	your	
message.	

Key Takeaways 



Questions? 
Please complete the follow up survey at the end of the 
webinar. We appreciate your feedback. 

Project-specific questions? 
Contact your CHC’s. 


